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Abstract 
 
Global organizations can go on the information highway and dramatically improve the way business interactions by using E-
commerce. This situation and demands force each organization to change, to abridge the gap in environmental changes that 
take place. One of those who get the full benefits of E-commerce is the hotel industry. The full potential of values brought about 
by E-commerce in Malaysia is unable to realize. This paper shows the role of organizational culture among E-commerce 
adoption and hotel performance in Malaysia, from a survey of 111 hotels, four (4) stars above, and 146 hotels three (3) stars 
below as a sample. Based on the conceptual framework, it can be hypothesized that Organizational culture positively mediates 
the effect of E-commerce adoption on hotel performance. A statistical Package for Social Science (SPSS) Version 20 was used 
to examine the data. Pearson correlation analysis and descriptive statistics were performed to determine the collinearity 
problem, and to analyze the relationship between the variables. Lastly, multiple regression analysis was recommended to 
assess the mediating variable in the relationship between independent variable and dependent variable (Baron and Kenny, 
1986). The final results of Pearson correlation and multiple regression analysis showed important finding. The relationship 
between organizational culture and E-commerce adoption significantly correlated with hotel performance. Meanwhile based on 
mediating model testing, the mediating effect of organizational culture in the hypothesized model exists. The findings of this 
study may be used to improve the method and management in Malaysia hotel industry environment and employees should be 
exposed to the requirement in the work culture towards globalization. Therefore, practice within the E-commerce adoption 
needs to consider the organizational culture as a key element in the hotel performance. 
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 Introduction  1.
 
The environment is getting more complex, business systems need to be more creative in order to identify new 
opportunities for sustained high performance. Organizations that run out to observe the tide of change will be left behind 
in many matters.This situation and demands force each organization to change, to abridge the gap in environmental 
changes that take place. At the close of the 20th century, E-commerce becomes more significant. In the 21st century, a 
market system that employs an electronic infrastructure has been supporting the world marketplace. Common Knowledge 
of information technology has no limits and anyone accessing the internet can make it (Laudon, 2009). Nevertheless, 
there is consensus that, the full potential of values brought about by E-commerce in Malaysia are unable to recognize.  
It has been identified that lack of success stories by brick and mortar companies is a reason why traditional 
businesses are declining to initiate in E-commerce investments. Ainin and Noor Ismawati (2003) provide empirical 
support where 79 percent of the respondents cited “not many success stories of E-commerce” as the main barrier to E-
commerce adoption, followed by “not having knowledge in E-commerce” (72.6%), “low internet access among buyers” 
(72.2%), and “lack of knowledge on the potential of E-commerce” (69.6%) in a study on E-commerce stimuli and 
practices among the small and medium enterprises (SMEs) in Malaysia. Ainin and Noor Ismawati (2003) provide 
empirical evidence, in which 79 percent of the respondents cited "not many success stories of E-commerce" as a major 
obstacle to the adoption of Electronic commerce, followed by "do not know Electronic Commerce" (72.6 %), "Internet 
access among buyers are low" (72.2%) and "lack of knowledge about the potential of E-commerce" (69.6%) in a study of 
stimuli and practices of E-commerce among small and medium-sized enterprises (SMEs) in Malaysia. 
The relationship between the effect of E-commerce adoption in the hotel performance in Malaysia are not so clear, 
although there are other studies in the west that shows the relationship between the E-commerce adoption with hotel 
performance exist by Rezvani (2011), Tow (2004), Amit and Zott (2001), and Uchitelle (2000) but is more focused on the 
manufacturing industry. A research in the tourism industry in general and especially the hotel sector, which looking for E-
commerce adoption impact on hotel performance in Malaysia is limited. While the tourism industry is the largest industry 
that uses information (Intan Salwani, et al., 2009; Norzaidi et al., 2007; Chow, 2000).  
Changes in the organization because of influence from the external environment cannot be controlled and cannot 
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be predicted easily, especially which associated with the technology, then the situation where different organizational 
cultures will have different internal effects are formed in an organization. This in turn will give a different effect on hotel 
performance (Gilaninia et al., 2012; Xiao, 2008; Mc Neese-Smith, 1993). The research by Xiao, (2009); Zammuto and 
O’connor, (1992); El Sawy, (1985), also support that organizational culture is a critical factor in the success of the use of 
information technology and thus make a profit from it. But in Malaysia, the research looking at organizational culture as a 
mediating factor between the E-commerce adoption, and hotel performance play an important role in the success of an 
information technology investment and E-commerce, and increases the hotel performance is limited. Therefore, this 
paper specifically examines the effects of E-commerce adoption on hotel performance, whilst treating organizational 
culture as a mediating variable. Malaysia hotel industry may used the finding of this this study to improve their method 
and environment management to exposed their employees to the requirement in the work culture towards globalization. 
 
 Literature Review 2.
 
2.1 Organizational Culture and E-commerce Adoption 
 
There is evidence that shows a case study of organizational culture is a factor in determining the ability of an organization 
to use information technology resources to improve business performance (Xiao, 2008; Serafeimidis and Smithson, 
1999). At the same time, the adoption of organizational culture is a critical factor in getting profits from the information 
technology (Gilaninia et. al., 2011; Xiao, 2008; Zammuto and O'Connor, 1992, El Sawy, 1985). The study also questioned 
the use of E-commerce and organizations culture are complementary in influencing hotel performance. In order to 
achieve optimal business value of information technology, organizations need strength from the use of E-commerce and 
organizations culture in the new technological environment. In other words, the use of E-commerce without the support of 
culture does not give a lot to the ability of the organization. 
 
2.2 Organizational Culture and hotel performance  
 
One of the major topics in academic research and practical management is organizational culture, as a dimension of 
culture is central to all faces of organizational behavior (Fakhar Shahzad, 2012; Cascio, 2006; Alvesson, 2002). Several 
studies have been conducted over the last few decades related to this topic. According to Robbins and Sanghi (2007), 
Denison (1990), organizational culture is the principles, beliefs and values that are used as the basis for the 
organization's management system, which also is a set of behaviors and management practices where both as examples 
to reinforce these principles. The principles and practice continues to exist because it gives meaning to the members of 
an organization. 
Writers use a variety of categories to describe what is meant by culture as a common behavior observed, group 
norms, values, philosophy, conditions, opinions, official ceremonies and celebrations (Schein, 2004). Although the 
description of the definition of culture has always been controversial, most authors generally agree on some general 
principles: 1. Culture is shared in a group 2. Culture is defined by the design of the values, beliefs and behavior-behavior 
3. Cultures obtained through the development of social groups within a certain time period (Schein, 2004; Davidson and 
Martinsons, 2003). 
Most researchers believe the ability of the organization is part of the organizational culture and contributions which 
have conducted several studies to strengthen the relationship between culture and business performance (Gilaninia et. 
Al., 2012; Vonderembse and Koufteros, 2004; Kendra and Taplin, 2004; Homburg and Pflesser, 2000, Kotter and 
Heskett, 1992; Denison and Mishra, 1995). According to Shahzad Fakhar (2012), a strong organizational culture can 
increase the income of the organization up to 765% between 1977 and 1988 and the state of organizational culture will 
affect the ability of the organization. 
 
2.3 E-commerce Adoption and Hotel Performance  
 
High dynamic and open information technology are the concept of E-commerce (Turban, 2008). E-commerce also known 
as run business without paper that comprise of messaging system, check, pay, and product delivery. The branch of this 
system are the exchange of electronic data, process communication (computer to computer applications) in the 
information business. Global electronic market system that consist of trading partners (sellers, buyers or middlemen) 
meets through the internet. Researchers have been highlighted several approaches and important role in explaining the 
E-commerce. Seven key roles in E-commerce had been identified by the majority of the researchers, that is, which can 
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be found anywhere, global, consistent, density access, interactivity, information intensiveness, and 'Personalization' or 
'Customization', (Laudon and Traver, 2012; Zhu and Kraemer, 2005; Turban, 2003).Xiao, (2008) defined hotel 
performance as firm’s results or output that is measured by its intended outputs. Communication system that facilitated 
the flow of information rise the potential to increase sales by directly and immeditely reaching customers when a new 
product is introduced and by capitalizing the market that have been inaccessible due to distribution or other infrastructure 
(Wu et al., 2003). Synergies ensured by an integrated system when organizations can respond better to customer issues 
and request (Rogers et al., 1993).  
Numerous studies and empirical research suggest that the ability of E-commerce not only increase productivity and 
efficiency, it also increases organization profit. “The resources that are unique to each organization, whether in history, 
with an accident, or mistake, and the diversity of resources explain the differences in the financial performance of the 
organization” (Peteraf, 1993). The ability of the entire organization is defined as profit organizations, economic rent 
arising from business activities (McGahan and Porter, 2002). An organization that possesses E-commerce benefit are 
likely to achieve above-normal profit (Rezvani et al., 2011). Productivity and economic construction are benefited from E-
commerce. Efficiency and cost effectiveness can be achieved through the high level of improvement in E-commerce 
efficiency of unit transaction and the low fixed costs of creating and retaining E-commerce (Wen, 2004). When the 
organization has implemented the E-commerce, internal improvements and higher levels of human resource growth, cost 
diminution, ongoing enhancement, and organizational efficiency can be achieved (Chang et. al., 2003). How to exploit the 
resources in creating and sustaining a competitive advantage for an organization that has become a focal point for 
marketing scholars that link different types of property based on market (Srivasta et. Al., 2001). 
Figure 1 illustrated the foundation to propose a conceptual framework that used the theoretical and empirical 
evidence. 
 
 
 
Figure 1: Conceptual framework 
 
Established on the conceptual framework, it can be speculated that: 
H1: Organizational culture positively mediates the effect of E-Commerce adoption on hotel performance. 
 
 Materials and Methods  3.
 
Three variables that are adopted from Tow (2004) and Li Xiao (2008), consisted in this review questionnaire are: a) E-
commerce adoption: 31 items, b) Hotel performance: 28 items, and c) Organization culture: 46 items. The acceptable 
standards for reliability analyses are the alpha croncbach greater than 0.60, therefore all items chosen in this study had 
met the standards (Sekaran, 2003). All items in the questionnaire were applied 5-item Likert scale ranging from “ strongly 
disagree” (1) to “strongly agree” (5) as the measurement. 
Malaysia hotel industries adopted E-commerce are the population of this study. An official approval had been 
obtained by the researchers to perform the study in the organization’s management. In the use of cluster sampling, 146 
review questionnaires had been distributed by the researchers to hotels below 3 stars and 111 review questionnaires to 
hotels above 4 star. The feedback rate from the questionnaire disseminated is 87 percent which is 226 questionnaires. 
But from the returned questionnaires, only 217 samples can be used which is 84 percent. Inferential statistics may be 
used to make analysis because the number of this sample exceeds the minimum sample of 30 participants as required by 
probability sampling techniques (Sekaran and Bougie, 2011). 
A statistical Package for Social Science (SPSS) Version 20 were applying to analyze the data. The first step, to 
evaluate the efficacy and reliability of measurement scales, validity and reliability analyses were conducted (Nunally and 
Bernstein, 1994). Second steps, to determine the problem of collinearity, and to examine the relationship between the 
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dependent variable and the independent variables, Pearson correlation analysis and descriptive statistics were performed 
(Hair et. Al., 2006). Pearson correlation analysis and descriptive statistics were performed to determine the collinearity 
problem, and to analyze the relationship between the variables. Lastly, to assess the magnitude and focal point at each 
independent variable, and distinct the mediating variable in the relationship between independent variable and dependent 
variable, multiple regression analysis was advocated (Baron and Kenny, 1986). Baron and Kenny (1986) indicate that a 
mediating variable can be considered in stepwise regression analysis when a previously significant effect of predictor 
variables is reduced to non-significance of reduced in terms of effect size after the inclusion of mediator variables into the 
analysis. Standardized coefficients (Standardized beta) were applied for all analyses. 
 
 Results 4.
 
Table 1 depicts the result of reliability analysis for the measurement scales. In order to define the internet consistency of 
measurement scales, reliability analysis was guided for all research variables. Relying on Sekaran, (2003) guideline, this 
statistical analysis indicated that all research variables exceeded the acceptable standard at reliability analysis of 0.60. 
 
Table 1. Reliability analysis 
Measure No. of time Alpha Cronbach 
E-commerce adoption 31 0.90
Organizational culture 46 0.97
Hotel performance 25 0.81
 
 Table 2 shows that the mean values of the variables are between 3.2 and 5.1. Meanwhile the findings of correlation 
analysis between E-commerce adoption and organizational culture (0.280**), E-commerce adoption and hotel 
performance (0.935**) and lastly between organizational culture with hotel performance (0.489**). 
 
Table 2. Pearson correlation analysis and descriptive statistic 
Measure Mean SD Pearson Correlation Analysis 1 2 3 
E-commerce adoption 3.22 0.34 1- -  
Organizational culture 3.18 0.53 0.280** 1-  
Hotel performance 5.12 0.27 0.935** 0.489** 1 
Note: ** p<0.01 
 
Shown in Table 3, Table 4, and Table 5 were the results of multiple regression analysis that were produced based on 
mediating model testing procedure as recommended by Baron and Kenny (1986). 
Table 3 shows that E-commerce adoption significantly correlated with organizational culture (B=28, p< 0.01). 
 
Table 3: The relationship between E-commerce adoption and organizational culture 
Independent Variable Mediating variable (Organizational culture)
E-commerce adoption 0.28**
R square 0.078
Adjusted R square 0. 074
F 18.3
Note: **p<0.01 
 
E-commerce adoption significantly correlated with hotel performance as shown in Table 4 (B=0. 93**, p<0.01), showing 
that the important determinant of hotel performance is E-commerce adoption. 
 
Table 4. The relationship between E-commerce application and business performance 
Independent Variable Mediating variable (Organizational culture)
E-commerce adoption 0.93**
R square 0.87
Adjusted R square 0.84
F 1487.84
Note: **p<0.01 
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Organizational culture and E-commerce adoption have positive relationship and significantly correlated with hotel 
performance (B=0. 247, p<0.01) as shown in Table 5. 
 
Table 5. The relationship between E-commerce adoption, organizational culture, and hotel performance 
Independent Variable Dependent variable (Hotel performance)
E-commerce adoption 0.866**
Organizational culture 0.247**
R square 0.93
Adjusted R square 0.924
F 1418.27
Note: **p<0.01 
 
 Discussion 5.
 
The results in Table 2 illustrated that, from correlation analysis, hotel performance have significant positive relationship 
with E-commerce adoption variable and organizational culture, this result supported by Rezvani et. Al., (2011). 
Meanwhile, based on model testing, three conditions should be meet by the hypothesized model to enable mediating 
effect of organizational culture exist: firstly, 1) the predictor variables are significantly correlated with the hypothesized 
mediator, second, 2) the predictor variables must affect the dependant variables in the second equation, and third, 3) a 
previously significant effect of predictor variables is reduced to non-significance or reduced in terms of effect size after the 
inclusions of mediator variables into the analysis. Therefore, hypothesis were fully supported. The previous significant 
effect of E-commerce adoption was reduced in terms of effect size after the inclusion of organizational culture into the 
analysis and this resullt is consistent with Baron and Kenny’s (1986) mediating model testing condition. This finding 
justified that, between the relationship of E-commerce adoption and hotel performance, organizational culture does act as 
mediator. 
This study gives major contributions in theoretical and practical. In terms of theoretical contribution, from the finding 
of this study, the effect of E-commerce adoption and hotel performanceis mediated by organizational culture. This result 
supports and extended studies by Tow (2004), and Xiao (2008). In terms of practical contribution, Malaysia hotel industry 
environment may used the findings of this study to improve the method and management. Management may achieved 
this objective when; firstly E-commerce adoption is exposed to all staff in hotel industries, and for the hotel that had 
adopted E-commerce, their employees need to have updated training content in order to improve their skills in E-
commerce adoption usage. Secondly, to provide an understanding and avoid employee anxiety, employees should 
expose to the requirement in the work culture towards globalization. Thirdly, in order to attract and motivate staff to 
commit with E-commerce adoption, learning activities need to be done. 
 
 Conclusion  6.
 
The effect of E- commerce adoption on hotel performance in the studied organization had mediated by the organizational 
culture and this is confirmed from the outcomes of multiple regression analysis. This result has also supported by 
literature published in western countries. Therefore, organizational culture should be consider as the key element in the 
current research and practice of hotel performance within the E-commerce adoption. The conceptual and methodology 
limitations of this study can be the direction for further research in E-commerce. If the researcher considering following 
factors, further research in this area will be more attractice : firstly, performed a study that will compare the hotel that had 
adopt E-commerce with the hotel that still not adopt it. Secondly, the research involving the adopter of E-commerce hotel. 
Thirdly, the discovering of this study may create dissimilar effects if this study is performed in other industries in Malaysia. 
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